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摘  要 
本文的研究对象是小微外贸企业 S公司的营销策略，S公司作为专业的旗帜生产
和出口厂家在公司的发展上遇到了瓶颈，在过去的发展中过于依赖唯一的大客户的





文中首先对 S 公司营销的目标领域的先行者 A 公司和 B 公司的营销策略进行研





















































The research object of this paper is small foreign trade enterprise S company's 
marketing strategy, S company as a professional production and export manufacturers banner 
in the company's development has encountered a bottleneck, the development in the past is too 
dependent on only large customer situation makes everywhere marketing strategy of S 
company. Through this research, will enable S to re recognize the core competence, the choice 
of an appropriate marketing strategy, to seek a new way in the era of e-commerce in the global 
market. 
The research method of this paper is to study on the marketing strategy of 4C marketing 
theory is based on the framework, this paper analyzed the electronic commerce network the 
first mover advantage theory to S company began marketing strategy study guide from zero. 
The first goal in the field of S company marketing pioneers A company and B company's 
marketing strategy is studied in this paper, S company will accumulate basic experience in 
implementation of the marketing strategy. And then continue to the analysis of A company 
and B company's first mover advantage and each user's switching costs and locking strategy, S 
company as a follow-up to identify the direction and study the necessity of the establishment 
of user's switching costs in the e-commerce environment. Finally, this paper through the make 
a diagnosis of the current marketing strategy of S company, as the framework of 4C marketing 
theory for S company to design a new e-commerce marketing strategy. 
The implementation of the new marketing strategy requires the S company abandoned 
before the passive dependent on large customer approach, to the core competitiveness by the 
first study itself. S companies need accurate positioning of their target customers in the market, 
to provide to meet the multi-level needs and 1:1 customized products for customers, and then 
start from zero to build professional e-commerce sites themselves, establish clear 
communication subject, to provide a full range of communication services for customers, 
customers maximize convenience. S can also be longer with the cost price of old-fashioned 
computing mode, instead will set the price in the most profitable customers are willing to pay 
the price. S company finally to fight through database technology and Web interactive 
technology as much as possible the establishment of a lock on a customer. 
S's plight is actually a microcosm is also home to many small foreign trade enterprise, 
hope that the S company's experience can give these companies also help. 
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第一章  绪论 
第一节  研究背景 
一、S 公司发展历史 
S 公司成立于 2002 年，是一家小微外贸企业，成立之初主要出口产品为旗帜、
拖鞋、木盒工艺品、茶壶等。旗帜成为 S 公司的主要出口产品还是从美国 911 事件
后开始的。当时美国国内民众爱国热情高涨，在各种场合自发悬挂美国国旗，导致
美国国旗的需求量突然膨胀。也就在这一年， O 公司开始从 S 公司进口各种旗帜产
品。 
O公司对产品品质的要求较高，而 S公司之前从国内其他旗帜生产厂家采购的产





































首先，S公司每年旗帜产品销售收入的 80%以上来自 O公司，所以 S公司的生存
和发展正陷入对 O公司的一种极度依赖境地中。而且，S公司内部的生产线设置和产
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